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Today’s Topics

– Collaboration

– Evaluation / Insights 

– Program Evolution

– Looking Forward

Lessons Learned from Evaluation
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Program Collaboration
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Market Overview

AEP Ohio
32% market share
(by meter installations)
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Market Overview

Columbia Gas 
of Ohio
52% market share
(by meter installations)
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Collaborative Program

• One of the first-of-its-kind relationships, a co-
branded energy efficiency program created by 
two utilities—launched in 2010

– One program easier for builders

– More cost efficiency for AEP Ohio and Columbia 
Gas of Ohio
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Program Concept

• Started out by building capacity on the supply 
side, marketing to:

– Ohio Builders, Design Professionals and Sub 
Contractors

– HERS Raters 

• Started forming alliances with 

– U.S. EPA

– Ohio Home Building (HBAs) and Building Industry 
(BIAs) Associations

– Ohio Real Estate Agents 7



Program Launch Name

• Initial program name and logo launched in 2010

– “The AEP Ohio/ Columbia Gas of Ohio ENERGY STAR® New 
Homes Program”

– Based on ENERGY STAR 2.0, and then 2.0 plus HERS 65
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Program Tiers Introduced

• In 2012, created two tiers: 
– ENERGY STAR®

– Energy Path 
• This tier created to accommodate builders who were not yet ready 

to reach requirements of ENERGY STAR Version 3.0 
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Evaluation and Insights
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Has Led to Program Evolution
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Process Review

• We routinely conduct one-on-one interviews 
with builders and raters

• Both utilities use independent evaluators to 
perform annual impact evaluations, which 
provide recommendations for program 
improvements

• Program evaluations and builder/rater 
feedback have provided key-insights

Process / Attitudinal Review
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What builders told us in 

2013 interviews… 
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Research
Found that they rarely 
mentioned the program to 
their buyers

One reason builders gave 
was the name length

Internally the builders used 
several nicknames:

•The Utility Program

•New Home Program

•Incentive Program

14



Research
Another reason builders 
gave for not mentioning 
the name—they were 
uncomfortable marketing 
under an ENERGY STAR 
banner if some or all of 
their homes met Tier 1 
requirements, but were 
not ENERGY STAR Certified 
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So, we planned a new name launch 
for 2014…
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Program Name Change

• With feedback from builders, the program 
name was shortened and became more 
neutral : 

Sponsored by AEP Ohio and Columbia Gas of Ohio
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Program Name Evolution

• Also in 2014 the two tiers became known as:

– EfficiencyCrafted

– EfficiencyCrafted Plus 

• EfficiencyCrafted Plus represented ENERGY STAR 
Certified 
– And, with additional requirements that heating and air 

conditioning systems be ENERGY STAR labeled 
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What builders told us in 
our 2014 evaluations…
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Program Builders Said

• Program fundamentals are strong

– Areas identified for improvement linked to 
process tweaks rather than technical standards, 
QA or incentives (which at that point we had not 
reduced)

– Program builders are demonstrating an ability to 
drive for higher performance and institutionalize 
upgrades
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Participating Builders Also Said

• They enrolled in the program for the rebate 
dollars, but rate external recognition and 
marketing as a strong benefit of the program

• Feel AEP Ohio and Columbia Gas of Ohio brand 
names add credibility

• And also said that their customers had growing 
interest in energy efficiency 
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“Well, a lot of times it is just the stereotype
of the big bad builder, and verifying that it
is from a third party and a third party that 
everyone recognizes, AEP and Columbia Gas, 
makes them [buyers] a little more comfortable 
with it. That we are being held to a standard 
that we are not making up on our own [can 
give buyers confidence].

”
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“…Ten years ago…if they liked the floor plan and 
the square footage price was right then they 
really didn’t care if it was ENERGY STAR. Now 
with all the information that is out there, 
absolutely. These homeowners are definitely 
wanting it and if you are not doing it you are 
missing out on a huge chunk of opportunity, 
because most customers are definitely wanting 
that rating because they see the benefits of 
it.

”
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Program Builders Also Said

• That their own knowledge of energy efficient 
features, and the ability of their sales team to 
explain HERS scores, was low.
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“It is not a priority to a number of them 
[our sales staff] because a lot of our 
homes sell because of the aesthetics of 
the home…Right now it mostly only 
comes up if the homeowner asks the 
question

”
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In 2014 We Asked for Consumer 
Feedback
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Homebuyer Awareness

High familiarity with the 
ENERGY STAR brand for 
homes

64%
Somewhat Familiar

12%
Very 

Familiar22%
Not Very 
Familiar

2% Not at all Familiar
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Homebuyer Awareness

60% had heard of our 
ENERGY STAR New Homes
Program

40%
were not aware that they had 
bought a program home
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“[The home being certified]
wasn’t really a factor in deciding 
to buy the house.

”
Buyers don’t seem to be correlating benefits 

with energy efficiency or the program…

“It was a part of the overall 
package, but it wasn’t
the top [priority].

”
“I just never 
thought of it 
before.

”
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…but when consumers
are prompted…
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“It’s quiet, maintains the 
temperature well, and
is well designed for 
everyday use.

”
“The temperature and 

comfort have been well 
regulated and cozy.

”

“It (energy bill)
is a lot lower than 
it was in
my old house.

”

“It’s a very 
nice home 
and it’s
well built.

”
“Even though our house is three 

times as large as our last home, 
our bill has not gone up.

”
“The bills have actually 

been surprisingly lower 
with the size of the home 
that I have.

” 31



Builders Can’t Be
Only Messengers

• Relying only on builders to communicate 
energy efficiency may have reached the limit 
of its potential

• We realized we needed more consumer 
marketing to drive demand, to take the 
program to the next plateau
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Repositioning of the Brand

• In addition to the new program name in 2014, 
we also began a new identity campaign aimed 
at consumers

– A digital campaign aimed at consumers looking for 
a new home

• Created a consumer website: 
EfficiencyCraftedHomes.com

• And offered co-branding opportunities for 
builders
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Consumer Digital Campaign
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EfficiencyCraftedHomes.com

35



Builder Marketing Opportunities
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More Review and 
Improvement in 2015
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Tier Simplification

• To remove our program barrier of builders 
getting to ENERGY STAR Certified, we elected 
to remove the additional requirements we 
had put on that tier

• To better capitalize on the name recognition 
of the ENERGY STAR brand, the top tier 
became known as EfficiencyCrafted Plus 
ENERGY STAR Certified
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Both Tier Names Stay
in Front of All Builders
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ENERGY STAR 
Certified 
Promoted to 
Program Builders

We provide space 
to ENERGY STAR in 
our newsletter to 
Builders and 
Raters
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Consumers  

• When we reach out to consumers we talk 
about the meaning of HERS score
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EfficiencyCrafted HERS® Brochure
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Consumers  

• We also include the “ASK About ENERGY STAR 
Certified Homes” logo 

– It works for all builders and promotes more 
participation at the ENERGY STAR level 
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Collateral 
Example

We now tell the 
EfficiencyCrafted
story in a way that 
supports all 
builders in the 
program
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EfficiencyCrafted Website
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Tradeshow Booth
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What Recent 2015 Research
Tells Us…

47



Making Progress 
in 2015

More customers 
know they are 
living in an  
EfficiencyCrafted
home:

40% in 2014  83% 
in 2015  
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More Work 
Needed for Who 
Sponsors

Consumers do not 
recognize AEP Ohio 
and Columbia Gas 
of Ohio 
involvement 
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14%

22%

22%

24%

29%

33%

64%

10%

14%

16%

19%

21%

10%

24%

57%

43%

59%

52%

28%

52%

9%

10%

14%

2%

7%

3%

2%

9%

7%

2%

5%

16%

2%

2%

EfficiencyCrafted Homes Website

Utility company endorsement

Family or friends

Realtor

Independent verification and testing

Other homebuyers' ratings and reviews

Builder

Very Important (4-5) Neutral Not Important (1-2) Don't know Not applicable

Builder Is Still Key to Learning 
about Energy Efficient Homes
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Moving Forward…
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Now 9,258 Program Homes in 
Our Combined Territory  

• ENERGY STAR Certified: 
51%

• Average HERS score 60
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Overlapping

AEP Ohio

Columbia Gas of Ohio



Currently Planning our 4th Annual 
Recognition Lunch
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Communication with Builders 
Continues to be Important

• Their input has strengthened the program  

• Although the program name and the two tier 
names have gone through more than one 
metamorphosis, the builders and raters are 
pleased with the program and its evolution

– One are of change they don’t want is to have 
incentives decreased more
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We Know More Work Needed for 
Co-branding

• Builders like the name and logo

• They like the fit with ENERGY STAR Certified

• But, while builders say they want to co-brand, 
most haven’t if there is a cost involved

• A re-launch and updated Marketing Guide and 
Toolkit planned for 2016
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Other Challenges Getting Builders 
to Co-brand

Some program builders have branded their own 
program name…
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Program Objectives for 2016

• Continue to leverage HERS scores to drive 
performance improvement 

• Have more new homes adopt ENERGY STAR® 
Certified—the nationally recognized label for 
efficiency

• Use marketing to grow program participation 
by driving demand
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Continue Consumer Advertising

• Digital, print, radio 

• Parade of Homes promotion   
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Thank You
Questions / Discussion
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